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With science and technology changing rapidly in recent years, the demands of 
consumers are inclined to gain more diversity with each passing day. The manufacturers 
must release new products to cater to the need of the market. However, the need of new 
products often tends to be inconclusive. So the manufacturers began to pay more and 
more attention to the advance selling，which as an important marketing strategy is able 
to predict the need of the market in the future and reduce the inventory . Yet in the Era 
of the Internet, consumers are more capable to search for information and make more 
strategic decisions, and the use of the Internet has largely reduced the trade cost of the 
second-hand goods which leads to more convenient resale of the speculators. These 
altogether add to the difficulty of the . Based on the facts mentioned above, this study 
established a marketing model including the monopoly manufacturers, consumers and 
speculators, in which the sale of manufacturers can be divided into advance selling 
period and regular selling period. By analyzing the game equilibrium among them, the 
manufacturers can find the best advance selling strategy.  
This study firstly explored the best advance selling strategy for manufacturers in 
occasions with and without speculators respectively, and then further considered the 
function of speculators when there is a changing tendency in market but no price 
discrimination. The study found that manufacturers do not prevent speculators from 
entering the market invariably, and the speculators might even help increase the profits 
of manufacturers under certain conditions. As to manufacturers, speculators are positive 
in following three aspects: 1. Inhibiting delayed purchase, i.e. the purchase of the 
speculators can inhibit the delayed purchase of consumers, which adds to the predicted 
quantity of advance selling; 2. Optimizing resource allocation, i.e. the speculators can 
transfer part of the need from selling period to advance selling period which lower the 
average cost of the product; 3. Replacing price discrimination, i.e. the speculators can 
choose to sell products at a price that is higher than the selling price of manufacturers 















used as theoretical base and methodological guide to help manufacturers who have 
strategic customers and speculators in their business.  
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